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in Chapter 2, Intelligent Manufacturing Control) will be highly flexible, able to analyze the production situation, and make the best control decision in view of current goals, opportunities, and constraints. These systems will also monitor their own performance, at both the unit process and shop levels, identify poor performance, and diagnose and eliminate the cause. As production systems become more complex diagnoses will be based on deep models of the process, necessitating reliance on model-based reasoning.
Communication will extend beyond the factory floor. Production managers will communicate, coordinate, and negotiate with earlier and later stages in the product life cycle, negotiate changes in product definition to optimize production cost and quality while design is still under way, and contract with suppliers to guarantee availability of the necessary materials and parts. Production managers also will have the latitude to identify and communicate to other stages of the life cycle significant production events, such as quality problems caused by design decisions, customer feedback, and consequences of vendor/supplier interactions. Such integration will be necessary whether production is tightly coupled to colocated product life-cycle stages, such as engineering, within the same firm or is done in a separate facility that works with other firms.
Production will have more powerful management systems that acquire, filter, and communicate significant information to those who need it. This capability will be applied within a dynamic, real-time environment, necessitating the existence of a model of the factory that is precise, accurate, and realistic. The speed with which new materials, processes, and products are introduced will leave little time to analyze them thoroughly in order to optimize production quality. Optimization of production quality will, instead, be achieved over time by new tools for continuous improvement of process models and control strategies.
Distribution and Marketing
Definition
The concept of distribution and marketing includes selling products quickly, responding continuously to customers7 needs and desires, making the public aware of the variety of products available, and distributing products to customers.tion control systems (as explainedodels will yield improved understanding of complex processes.
